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The study had two purposes, one was to examine the differences of sport 
consumption behavior and sport consumption motives between American students 
and Chinese international students after controlling for team identification and 
demographic variables and the other was to explore the relationship of team 
identification and specific sport consumption motives with individual sport 
consumption behaviors of both Chinese and American students. A total of 326 
students (172 American students, 154 Chinese international students with mean age 
24±4.5 years) at Iowa State University participated in this study by completing 
questionnaires measuring seven motives from Motivation Scale for Sport 
Consumption (MSSC), a measure of team identification from Team Identification 
Index (TII) and measures of six sport consumption behaviors (past attendance, team 
merchandise purchase, print media consumption, television media consumption, 
web based media consumption and wearing of team apparel). MANCOV A and 
stepwise multiple regression were conducted. Results suggested that both Chinese 
international students and American students reported the highest score for level of 
television media consumption. After controlling for team identification and the 
demographic variables, Chinese international students significantly differed from 
American students only in past attendance. However, this only accounted for 2.4% 
of variance. There was no significant difference in the level of team identification 
between Chinese international students and American students. Level of 
identification with their favorite team was the most important variable affecting the 
six combined sport consumption behaviors. It was also the strongest factor in 
predicting five out of the six sport consumption behaviors (except for television 
media consumption) for Chinese and all the six behaviors for American students. In 
addition to team identification, a combination of specific motives also contributed to 
the explanation of specific consumption behaviors. Findings suggest that sport 
vi 
marketers need to employ team identification marketing strategies to effectively 
target American students and Chinese international students and team identification 
marketing strategies that have used for American students maybe effective at 
targeting Chinese international students also. 
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CHAPTER 1. INTRODUCTION 
Significance of the Study 
China has shown dramatic economic change in the past decade. China entered in 
the World Trade Organization (WTO) and has displayed impressive growth in its 
economy at a rate of 7.5%-9.5% in terms of gross domestic product (GDP) compared 
to the world's average growth rate of GDP of only 2.4% - 5.1% from 2000 to 2005. 
From 1998 to 2002, the per capita disposable income of China's urban population 
increased from 5425 Yuan to 7703 Yuan at a rate of 8%-12%. Also, the Engel's 
coefficient for urban households decreased. Engel's coefficient is the proportion of 
expenditures on food to total consumption expenditures. It is used to reflect 
residents' living standards and quality. A reduced Engel's coefficient indicates the 
improvement in living quality. In China, from 1998 to 2002, it decreased from 44.5% 
to 37.7%, a rate of 3% per year. As a result of increasing per capital disposable 
income of China's urban population, a domestic market of 1.3 billion increasingly 
affluent consumers with money to spend on sport, entertainment and durable goods 
has emerged ("China National Bureau of Statistics (NBS): China Statistical 
Yearbook", 2004). 
Because of these economic changes, China is now under a global spotlight for 
marketers. China has attracted major investments from many multinational 
corporations, including at least 200 of the top 500 global companies. According to 
official sources, in the period of 1992-1996, foreign direct investment (FDI) in 
developing Asian nations was dominated by China. According to the U.S. Direct 
Investment Abroad data provided by U.S. Department of Commerce, Bureau of 
Economic Analysis (BEA), China is one of the top 3 countries in Asia and the Pacific 
that have attracted most U.S. investment funds. An average of 34679.2 millions of 
dollars FDI per year from 1999 to 2003 has flowed to China ("U.S. Department of 
Commerce, Bureau of Economic Analysis (BEA)", nod.). Evidence indicates that 
2 
multinational corporations, including many from U. S., are drawn to China's 
emerging consumer market, recognizing the great opportunity to profit. 
Obviously, China's economic growth is providing new markets for many 
consumer products. One of the emerging areas of interest to consumers in China is 
the area of sport. China was selected to host the 2008 Summer Olympic Games in 
Beijing. As a result of economic growth and the attention given to the 2008 Olympic 
Games, China is now also becoming a huge magnet for sport business corporations. 
Several American corporations and leagues have shown their interest in the huge 
and fast-growing Chinese sports market. ESPN Star Sports (ESS) published a 
Chinese-language edition for distribution on the Chinese mainland. It offered a mix 
of original content tailored specifically for the Chinese market, along with material 
from the North American edition (Greig, July 28, 2004). With the launching of a 
Mandarin-language website and the exhibition NBA China Games between Houston 
Rockets and the Sacramento Kings on October 14, 2004 in Shanghai and on October 
17 in Beijing, the National Basketball Association (NBA) was exploring the potential 
of the market in China. The National Football League (NFL) introduced NFL Flag 
Football program on October 11and12, 2003 in Shanghai ("NFL International", Oct. 
13, 2003) and developed an online and wireless loyalty program for Chinese 
consumers. The NFL is presently negotiating the possibility of holding a preseason 
game in China in 2005 ("Superbowl.com", Feb. 4, 2005). The Patriots struck a deal in 
June, 2005 with Sina.com, one of the most popular Chinese-language websites in the 
world, to include Chinese-language coverage of the team and a primer about how to 
play American football with the hope of building a new fan base. (Talcott & Staff, 
June 11, 2005). These are merely some examples of U.S. companies' strong interest in 
marketing their products to Chinese sport consumers. To implement effective 
marketing strategies in China, it is pertinent to understand Chinese sport consumers 
and their sport consumption behavior. 
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Recently, the Houston Rockets may have gained a whole new market segment 
when Yao Ming joined the team. The Texas team has attracted thousands of Chinese 
consumers in the United States that watch home games during the NBA season. In 
addition, an estimated 1500 Chinese fans attended the Rockets' opener on Nov. 2, 
2002. This figure was close to 10 percent of capacity at Houston's Compaq Center 
(Rodgers, May, 2003). To tap sport consumers among Chinese locally and 
internationally, it is vital to understand their needs, wants, as well as the motivations 
that may influence their sport consumption behavior. 
When it comes to Chinese sport consumers, little is known. Limited evidence 
suggests that Chinese consumers might not make lasting connections with teams 
and players like many American sport consumers. When teams lose, they may be 
more likely to stay home and not attend games than American sport consumers. 
Take Shanghai's Shenhua SV A SMEG soccer club for example, only 6,000 season 
tickets sold for the year when it fell to fifth place from second place. (Balfour, 
September 15, 2003). A comparison of the average attendance for China's popular 
professional leagues and the United States' shows that Chinese sport consumers 
seem relatively fickle compared to American sport consumers. For instance, the 
average attendance of NBA has been pretty stable, around 1.70 (in ten thousands) 
per game for ten years from 1995 to 2005 with minimum l.67(in ten thousands) in 
1998 and maximum 1.73 (in ten thousands) in 1995. The difference between any two 
years falls in the range (0, 0.06) (in ten thousands) ("NBA league attendance data", 
2005). The average attendance of NHL has also been stable. It has been around 1.65 
(in ten thousands) per game from 1995 to 2004 with minimum 1.60 (in ten 
thousands) in 1995 and maximum 1.66 (in ten thousands) in 2002. The difference 
between any two years falls in the range (0, 0.06) (in ten thousands) ("NHL league 
attendance data"). However, the average attendance of Chinese Premier Football 
League was 1.95 (in ten thousands) per game from 1994 to 2005. Each year the 
average attendance per game varied up and down with 1.10 (in ten thousands) in 
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2004 (lowest) and 2.43 (in ten thousands) in 1996 (highest). The difference between 
any two years falls in the range (0.4, 1.35) (in ten thousands) ("Chinese Premier 
Football League attendance data"). The Shenhua' s example and the fluctuation of 
the attendance for Chinese sport consumers compared to the more stable attendance 
figures for U.S. teams seems to tell us that Chinese sport consumers may differ from 
American sport consumers. 
Unfortunately, little research has studied sport consumption behavior among 
Chinese sports consumers. A thorough search of the literature found a single article 
that use Chinese as participants in the study. An article in the "Journal of Sport 
Behavior" investigated cultural influences on children's motivation to participate in 
physical activity. With the recent expansion of the economy in China and the related 
growth in consumer behavior, more research could provide a better understanding 
of sport consumer behavior in China. 
As with other areas of consumer behavior, different sport spectator consumers 
may consume the same product, the game, for different reasons. Likewise, the 
consumer experience may produce different outcomes, including levels of 
satisfaction, for the same experiences. Armstrong (1998) suggested cultural 
uniqueness is an area that is often ignored by marketers, and recommended ten 
strategies to employ when marketing sport to black consumers. McCarthy and 
Stillman (1998) also suggested different market strategies should be employed to 
target Hispanic consumers in the United States. Kwon and Trail (2001) compared 
American students with international students and found that international students 
reported attending significantly fewer basketball and football games than American 
students, watching less basketball on TV than American students, and scored higher 
on the aesthetics motives for sport spectating than American students. They also 
suggested that international students in general, but more specifically those from 
Asian countries, could be a significant source of new revenue for intercollegiate 
athletic departments and other sport organizations. 
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Statement of Purpose 
The main purpose of the study was to examine Chinese international students' 
level of team identification, level of spectator motives and level of sport 
consumption behaviors. A related purpose was to compare the levels of these 
variables among Chinese students and American students. 
Specific sport spectator motives under study include: 
Vicarious Achievement: The desire for social prestige, self-esteem and sense of 
empowerment that an individual can receive from their association with a successful 
team 
Aesthetic: The artistic appreciation of the sport due to its inherent beauty 
Drama: The enjoyment and excitement of the stress and stimulation gained from 
the uncertainty of the outcome in sport 
Escape: The need to find a diversion from work and the normal, unexciting 
activity of everyday life 
Acquisition of Knowledge: Satisfaction of an individual's intrinsic need to learn 
about the team, players, rules and strategy involved in a game 
Physical Skills of Players: The appreciation of the physical skill of the athletes or 
the well-executed performance of the team 
Social Interaction: The need to interact and socialize with others 
Team Identification: The extent to which an individual feels psychologically 
connected to a team. 
Results of this study may help us gain a clearer understanding of some factors 
that may influence Chinese and American students to identify with sport teams, 
become a sport spectator, and consume sport spectator related goods. This 
information may help sport marketing efforts at better targeting Chinese and 
American consumers, developing new market segments, and adjusting sport 
marketing strategies in China. 
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Delimitations 
Due to financial considerations and limited time, the target populations were 
Chinese students and American students at Iowa State University. 
Limitations 
Participants were college students, and it was assumed that they completely 
understood the questions in the instruments. Since completion of the questionnaires 
was completely voluntarily and their responses were confidential, it maybe assumed 
their answers truly reflect their feelings and experience. However, this study suffers 
from potential problems which all self-report study may have. A convenient sample 
was used; therefore, the sample may not reflect the whole population. 
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CHAPTER 2. LITERATURE REVIEW 
Introduction 
Consumption, in its broadest and simplest sense, is the possession and/or use of 
goods and services and the benefits they deliver. For the sport spectator area, the 
core product is the game. While twenty years ago sport was considered merely a 
recreational activity, it is presently estimated to be the sixth-largest industry in the 
USA, generating $213 billion annually (Ammon, 2000). The real annual growth in 
sport expenditures has increased significantly more than the growth rate of the 
overall USA economy in the latter years of the 20th century. Approximately 73% of 
Americans were found to be either very interested or fairly interested in watching 
sports (Lieberman, 1991). Sport programming on television has shown dramatic 
increases for several decades (Madrigal, 1995). Clearly, sport spectating has become 
an increasing popular activity. It appears that every sector of sport spectator 
consumer behavior is growing. People are buying more tickets and they are paying 
more for tickets. ( "Yearly total", 2003). They watch more sport on television and 
they purchase more licensed merchandise (Comte & Stogel, 1990, Meek, 1997). 
Obviously, spectators are an important and lucrative aspect of the sport business. 
Previous research has indicated that sport spectator consumers don't possess the 
same characteristics. They not only differ demographic but also they differ in what 
and how they consume sport related products. Thus, they will differ in how they 
feel about the consumption experience. For example, some attend games on a 
regular basis, while others attend only on special occasions. Some spend time 
chatting on the internet, reading newspapers and watching televised sport. Some 
dress up in team colors as a way of displaying their team connection while others do 
not. 
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Research on Sport Consumption Behavior 
As already indicated, sport is experienced and consumed in people's daily lives 
in numerous ways. There is a growing body of research on sport spectator consumer 
behavior. Zhang, Smith, Pease and Mahar (1996) reported that consumer game 
attendance accounted for 75% of the annual revenue taken in by professional hockey 
teams. Haynes (1993) reported that actual match attendance was only a small part of 
spectator involvement with football. Consumption also extended to reading football 
publications, biographies and fanzines. Lee and Zeiss (1980) found that consuming 
sport by listening to the radio and watching television was the norm for committed 
sports consumers. Likewise, Smith, Patterson, Williams and Hogg (1981) found that 
reading about sport in the newspapers everyday and reading sport magazines were 
typical of highly committed sports consumers. Fink, Trail and Anderson (2002a) 
investigation of spectators at men's and women's intercollegiate found that although 
media consumption and merchandise consumption were ancillary to the game, they 
might become components of revenue production beyond actual game attendance. 
Researchers have started to investigate a variety of factors that may be linked to 
sport spectator consumption behavior. Three major types of factors that are thought 
to affect sport consumption behavior have been studied. They are demographic and 
geographic variables, sport demand variables, and psychographic variables. The 
demographic and geographic factors include race, family size, gender, occupation, 
education, income, nationality, age, marital status, and geography. The sport 
demand variables fall into three general dimensions, game attractiveness (e.g. team 
performance, league standing, significance of game, visiting teams, and closeness of 
competition), economic appeal (e. g. ticket costs, ancillary fees, coupons/discounts, 
promotions, substitute forms of entertainment), and residual preference (e. g. game 
scheduling, team history, stadium quality, seating, parking, accessibility, 
accommodation, cheerleaders, weather, reference group). The psychographic factors 
include motivation, perception, beliefs, and attitudes. 
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Demographic Factors 
Trail and Anderson (2005) argue that research findings indicate that, at best, only 
5-10% of the variance in sport spectator consumer behavior has been explained by 
demographic variables. They argue that, although statistically significant differences 
have been found for these demographic variables, most of the time, the differences 
have been small and not meaningful. At times, research has produced conflicting 
results. 
Sport Demand Factors 
Kennedy (1980) found that only 25% of sports consumers came to professional 
sporting events solely because of the team's winning record. Hansen and Gauthier 
(1989) found that game attractiveness and residual preference were most important 
factors in attracting consumers to professional sports. They suggested that weekend 
and end-of-season games increase attendance, whereas afternoon games decrease 
attendance. Pan, Gabert, McGaugh and Branvold (1997) found that economic factors 
were most important and explained 24% of variance in consumers' decision of 
purchasing an intercollegiate sport season ticket while game attractiveness was 
determined to secondary. Wells, Southall, and Peng (2000) found that previous 
season winning percentage and homecoming promotions had a significant positive 
relation to attendance of college football games ( The regression coefficient was 0.98 
and 0.67 for previous season winning percentage and homecoming promotions 
respectively in the final regression model). Many researchers argue that frequently 
psychographic factors interact with sport demand factors producing mixed results. 
For example, a consumer who has a high identification with a college team is more 
likely to describe the ticket, as having a greater perceived value, thus cost is less 
important (Kahle, Kambara & Rose, 1996). Trail and Anderson (2005) argue that 
sport demand factors can explain as much as 15% of the variance in sport spectator 
consumer behavior. Team record typically has impact on both ticket sales and 
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merchandise sales although there are enough exceptions that this is recognized as 
not a given. 
Sport demand-based research has not provided a clear understanding of the 
intrapersonal reasons for sport consumer behavior. It may contribute to an 
understanding of short-term, variable factors that influence occasional decisions to 
consume sport products (Trail & James, 2001), while psychographic factors such as 
motives and identification may direct sport consumers' behavior toward the 
fulfillment of their long term needs and wants. To consistently draw spectators to 
the games in spite of costs and distances, one needs to investigate the psychographic 
factors including underlying motivations of sport spectator consumers. (Trail & 
James, 2001; Trail & Anderson, 2005). 
Research on Sport Consumption Motivation 
Motivation refers to an activated state within a person consisting of drive urges, 
wishes, and desires that leads to goal-directed behavior (Mowen & Minor, 1998). 
Mashiach (1980) pointed out that sport consumption behavior was not determined 
by a single motive or factor but rather occurred for a wide variety of reasons. A wide 
array of motives has been hypothesized to explain sport consumption behavior. 
Sloan (1989) suggested that sport consumers were attractive to sports because of 
salubrious effect and a sense of escape from life tedium, because of a sense of 
eustress or stimulation, because of the need for catharsis, because of a desire to be 
entertained and aesthetically pleased, or because of vicarious achievement seeking 
urges. Wann (1995) proposed eight different motives: eustress, self-esteem benefits, 
escape from everyday life, entertainment, economic factors, aesthetic qualities, 
group affiliation, and family needs. He found that "self-esteem benefits" motive was 
significantly correlated with eustress, escape, entertainment, aesthetics, and group 
affiliation. It was not correlated with the motives of family and economic gain. Milne 
and McDonald (1999) suggested twelve motives for sport spectators: risk-taking, 
stress reduction, aggression, affiliation, social facilitation, self-esteem, competition, 
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achievement, skill mastery, aesthetics, value development, and self-actualization. 
Zhang, Pease, Lam, Bellerive, Pham, Williamson, Lee, and Wall (2001) identified five 
motivational factors: achievement seeking, stress and entertainment, catharsis and 
aggression, salubrious effects, and community image. Funk, Mahony and Ridinger 
(2002) examined fourteen motives for spectator interest at the 1999 FIFA Women's 
World Cup (WWC): vicarious achievement, aesthetics, drama, social opportunities, 
Interest in team, interest in sport, interest in player, national pride, excitement, 
support for women's opportunities, players as role models, entertainment value, 
bonding with family, and wholesome environment. Although the specific names 
given to these motives vary from author to author, there is a great deal of 
commonality. Trail, Anderson, and Fink (2000) as well as Trail and James (2001) 
evaluated existing work and suggested that nine motives for sport consumption be 
utilized. These include: vicarious achievement, aesthetics, drama/eustress, escape, 
acquisition of knowledge, social interaction, the quality of the physical skill of the 
participants, physical attractiveness of participants, and family. In later research, 
Trail, Fink & Anderson (2003) recommended that the family scale be removed from 
the MSSC because spending time with one's family was not necessarily a motive, per 
se, of sport consumption. 
1. Vicarious Achievement 
Several scholars suggest that some consumers are involved with sports due to 
their need for social prestige, self-esteem and sense of empowerment. These 
consumers associate themselves with a sports team and may feel vicarious 
accomplishment and achievement when their team does well. Trail, Anderson and 
Fink (2000) identified the need for achievement as a motive that can elicit spectator 
consumption behavior. Trail and James (2001) studied season ticket holders from a 
lower, middle and upper level price category for a major league baseball team and 
found that need for achievement was significantly correlated with being a fan of the 
team (r=0.39), and with continued loyalty (r=0.40), and also positively correlated 
12 
with an increase in team merchandise consumption (r= 0.39), with an increase in 
media consumption about the team (r= 0.50). Zhang et al. (2001) indicated that 
achievement seeking was significantly predictive of spectator game attendance 
among minor league hockey spectators. Achievement seeking was found to be 
significantly related to number of games attended in the current season (~=0.41), to 
number of future games one plans to attend in the current season (~=0.36), and to 
number of games planned to attend next season (~=0.37). Trail and James (2001) also 
found vicarious achievement to be related with media consumption behavior. 
Likewise, Madrigal and Howard (1999) found vicarious achievement to be 
correlated with reading about sports and purchase intent. These findings suggest 
that need for achievement is a motive that elicits spectator consumption behavior. 
In addition, vicarious achievement has been found to be associated with 
identification with a team. Fink, Trail, and Anderson (2002b) examined the effects of 
eight motives (vicarious achievement, acquisition of knowledge, aesthetics, social 
interaction, drama/excitement, escape, family, and quality of physical skill of the 
participants) with team identification and found that vicarious achievement 
explained the most variance in team identification (40%). Similar findings were 
found by Branscombe and Wann (1991), Sloan (1989) and Wann (1995). Research has 
frequently found that level of team identification is associated with spectator 
consumption behavior. 
2.Aesthetics 
Several authors argue that there may be an aesthetic motivation for sport 
consumer behavior (Madrigal & Howard, 1999; Smith 1988; Wann 1995). These 
consumers are attracted to the beauty and grace found in the athletic performance. 
Research has shown that aesthetic motivation is correlated with spectator consumer 
behavior (Trail and James, 2001; Wann 1995). Wann (1995) found that male 
consumers reported higher levels of aesthetic motivation than female consumers. 
Wann, Schrader, and Wilson (1999) found that consumers with a preference for an 
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individual sport reported higher levels of aesthetic motivation than consumers with 
a preference for a team sport. They also indicated that consumers with a preference 
for a nonaggressive sport reported higher levels of aesthetic motivation than 
consumers with a preference for an aggressive sport. 
3. Drama/Eustress 
Several authors have suggested that the uncertainty of the outcome may play a 
part in sport spectator motivation (Madrigal & Howard, 1999; Sloan, 1989; Trail & 
James, 2001; Smith, 1988). Eustress is a positive form of stress that stimulates and 
energizes an individual. Certain consumers watch sports because they enjoy the 
excitement and anxiety accompanying sport spectating due to the uncertainty of the 
outcome or the drama of the event and sports spectating may provide them with the 
positive stress they seek in social acceptable ways (Wann et al., 1999; Sloan 1989). 
The fact that some consumers are motivated by eustress has been found in several 
studies (Prisuta, 1979, Sloan, 1989; Wenner & Gantz, 1989; Branscombe & Wann, 
1994; Gantz & Wenner, 1995). The motivation to experience eustress or drama has 
been found by others to be associated with attending and purchasing tickets (Gantz 
& Wenner, 1991; Pan, Gabert, McGaugh, & Branbold, 1997), with purchase intention 
(Madrigal & Howard, 1999) and with television viewing (Wenner & Gantz, 1989). In 
addition, Wann (1995) as well as Trail and James (2001) found a positive relationship 
between esutress and identification with a team. This research suggests that a sense 
of eustress and drama will be associated with spectator consumer behavior and team 
identification. 
4.Escape 
One of the sources of sport's enormous contemporary appeal is that it may 
provide an escape, a brief and often intoxicating respite from the complexities and 
confusion of everyday life (Segrave, 2000). Certain consumers may use sport as an 
escape from boredom and monotony or as a diversion from stress and anxiety. They 
are able to temporarily forget about their troubles through consuming sport. The 
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fact that consumers are motivated by escape has been found or hypothesized in 
several studies (McPherson, 1975; Meier, 1979; Lever & Wheeler, 1984; Smith, 1988). 
The motive to escape has been found to be related with sport attendance (Wann, 
1995; Trail & James, 2001), with viewing events on television (Wenner & Gantz. 1989; 
Gantz & Wenner, 1991) and with level of team identification (Wann 1995; Trail & 
James, 2001). Interestingly, Sloan (1989) and Goldstein (1992) reported no 
relationship between the escape motive and sport viewership. Although the research 
findings are mixed, it seems reasonable to examine the importance of the escape 
motive in sport spectator consumption behavior. 
5.Acquisition of Knowledge 
Some suggest that there may be a human need to know. They suggest that 
individuals may get pleasure and satisfaction from the experience of learning and 
trying to understand ( Pelleier, Fortier, Vallerand, Tuscon, Briere, & Blais, 1995). 
Several authors have recognized that knowledge and information is an important 
attraction to sport (Smith, 1988; McPherson, 1975; Madrigal & Howard, 1999). 
Zhang, Smith, Pease, & Mahar (1996) examined the extent to which consumers' 
knowledge of hockey affects game attendance. Analysis indicated that the hockey 
knowledge scores were positively predictive of game attendance and ticket 
consumption level. Hockey knowledge accounted for over 12% of the variance in 
number of games attended and almost 10% of the variance in future attendance 
intentions. Similar results were reported by Madrigal and Howard (1999). 
McPherson (1975) and Lever (1983) noted that highly allegiant consumers possess 
more knowledge about sports statistics, history, rules and strategies than casual 
consumers. Knecht and Zenger (1985) studied college basketball spectators and 
found that those who were more actively involved had average knowledge of the 
game and those who demonstrated little overt reaction to the contest either were 
ignorant of the game's rules and norms or extremely knowledgeable of them. 
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Knowledge has also been found to be associated with television viewing (Gantz & 
Wenner, 1991; Wenner & Gantz, 1989). 
Knowledge has also been found to be associated with level of team identification. 
Wann and Branscombe (1995) examined the relationship between identification and 
objective knowledge of certain aspects of basketball. They found that consumers 
with a strong sport or team identification are more knowledgeable about the team's 
players and history than consumers with low level of identification. Consistent with 
their findings, Wann, Metcalf, Adcock, Choi, Dallas, and Slaton (1997) found a 
positive relationship between understanding sport terminology, extent of team 
identification and self-proclaimed sport knowledge. These results indicate that the 
desire to acquire knowledge is related to sport spectator consumer behavior and 
level of identification with a team. 
6. Physical Skills 
The appreciation of the physical skill of the athletes or the well-executed 
performance of the team has been found to be related to sport spectator 
consumption behavior. Wann and Wilson (1999) asked sport spectators at a college 
men's basketball game to list the variables related to their enjoyment of attending 
the sporting event. They found that the exciting play was one of the three most 
frequently listed reasons (the other two were game-competition and social nature of 
the event). Trail and James (2001) found that physical skill was distinct from the 
motives of aesthetics and vicarious achievement and thus, could be associated with 
sport spectator consumption behavior. Research for this motive is limited suggesting 
that future examination may be warranted. 
7. Social Interaction 
According to Maslow (1943), individuals have belongingness needs and seek 
others with same interests to socialize. Spreitzer and Snyder (1975) discovered that 
84% of men and 75% of women felt sports as a good way of getting together with 
friends and having a good time. Eastman and Land (1997) explored public sports 
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viewing in bars and restaurants by means of more than 200 hours of observation and 
informal interviews. They found that the social needs were one of the four motives 
for public consumption of sports. Zhang, Wall and Smith (2000) surveyed 924 NBA 
season ticket holders of a major Western Conference NBA team and found that 
social interaction was significantly related to game attendance. Pan et al. (1997) 
reported similar findings among college basketball spectators. Researches have also 
found that social interaction was related to team identification. (Wann, Tucher, & 
Schrader, 1996). These results suggest that the social interaction motive would be 
associated with sport spectator consumption behavior. 
Team Identification 
Scholars have traced the existence of a relationship between sport involvement 
and community integration and identification all the way back to the ancient Greek 
Olympic competitions (Anderson & Stone, 1981; Guttmann, 1986; Weber, 1962). 
Team identification involves an individual's social psychological attachment or 
connection to a team (Anderson, 1978; Anderson & Stone, 1981). They suggested 
that the establishment of professional teams in a community fostered a relationship 
between increasing identification with a team and sport spectator consumption 
behavior. 
Team identification has frequently been found to be a strong predictor of sport 
spectator consumption behavior. (Dimanche & Samdahl, 1994; Fink, Trail and 
Anderson, 2002b ). High, moderate and low identified spectators report different 
consumer behaviors and feelings with regard to sports. Spectators high in team 
identification are more likely to attend games, pay more for tickets, spend more 
money on team merchandise, consume more sport media and stay loyal to the team 
during the periods of poor performance than spectators low in team identification. 
(Wann & Branscombe, 1993; Kwon & Armstrong, 2002; James & Trail, 2005; 
Madrigal, 1995, Murrell & Dietz, 1992; Schurr, Wittig, Ruble & Ellen, 1987). 
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Summary 
Clearly, the review of the related literature indicates that studies have found 
relationships between the seven motives, identification, and sport spectator 
consumer behaviors. Likewise, previous research suggests that a relationship exists 
between level of team identification and sport spectator consumer behaviors. With 
the lack of systematic research of Chinese sport spectator consumers, these previous 
findings seem to provide a place to begin. Consequently, the main purpose of this 
study was to examine Chinese international students' level of team identification, 
level of sport consumer motives, and level of sport consumption behaviors. The 
levels for Chinese students were compared to levels for American students. 
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CHAPTER 3. METHOD 
Sampling 
A stratified sample was obtained by separating the population into two 
subpopulations: American students and Chinese international students enrolled at 
Iowa State University (ISU) during the semester of spring, 2005. Questionnaires 
were distributed to American students and Chinese international students at ISU in 
April of 2005. Of 196 questionnaires distributed to American students, 18 did not 
respond, two failed to answer most of the questions, and four were not qualified for 
the study since they were not from U.S. This yielded 172 usable questionnaires from 
American students for a response rate of 88%. Of 189 questionnaires distributed to 
Chinese international students, 28 were not returned, four were incomplete, and 
three were not qualified for the study since they were not from China. Thus, 154 
usable questionnaires were obtained from Chinese international students for a 
response rate of 82%. The average response rate for the whole sample was 85%. 
Participants 
A total of 326 subjects were surveyed. Sixty-seven percent were male, 32% were 
female and less than 1 % did not report gender. The respondents ranged in age from 
18 to 45 with mean age 24 ±4.5 years and the mode of age 19 years. Fifty-four percent 
were undergraduates, 42% were graduate students, 2% were special students and 
1 % did not report their academic classification. Seventy-seven percent were single, 
21 % were married and less than 2% did not report marital status. Sixty percent of 
American respondents were male, 40% were female. Seventy-seven percent of 
Chinese respondents were male and 23% were female. There was a significantly 
2 
gender difference between the Chinese and American respondents ( X (1) =10.492, 
p =0.001). Almost all of the American respondents were undergraduates while 88% of 
Chinese respondents were graduate students, 8% were undergraduates, and 5% 
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were special students. Thus, academic classification was also different for the two 
2 
samples of respondents ( X (2) =261.514, p =0.000). Ninety-five percent of American 
respondents were single, while 61 % of Chinese respondents were single. Marital 
status of students was also significantly different for Chinese and American students 
2 ( X (2) =56.806, p =0.000). The average age of American students was 20.9 years 
(SD=2.4). Age ranged from 18 to 43 years, 77% were between 19 to 22 years old. The 
average age of Chinese respondents was 27.6 years (SD=3.7). Age ranged from 19 to 
45 years, 62% were 25 to 30 years old. A majority of American respondents were 
white (88%). Few American respondents were Black or African-American (4%), 
Asians (3%), Hispanic (1 %), and other (1 %). Compared to American respondents, 
Chinese respondents were more likely to be males (17%), more likely to be graduate 
students (85%), more likely to be married (34%) and on average, they were 6.7 years 
older than American respondents. (Table 3.1) 
Procedure 
In general, the instrument was administered utilizing the same procedure for all 
respondents. All of the American students and the Chinese international students 
were contacted individually in person to complete the instrument. American 
students were obtained in elective physical activity classes at Iowa State University 
such as bowling, walking for fitness and weight training. Chinese students were 
obtained from Iowa State University Chinese Student Association physical activity 
amateur clubs such as badminton, basketball, volleyball and bowling. The researcher 
explained the purpose of the research, the total amount of time required for a person 
to be involved in the study, possible risks and benefits from their involvement, and 
aspects of confidentiality of information before prospective participants decided to 
participate or not. After volunteers agree to participate, the researcher distributed 
the questionnaire with a cover letter, which restated the above information in 
addition to contact information for the researchers and Institutional Review Board 
Officials at ISU. It took approximately 10-15 minutes to complete the four-page 
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questionnaire (including the cover letter). After completing their questionnaire, 
respondents were thanked for their participation. 
Table 3.1: Demographic Characteristic of Respondents 
Variable American(n=172) Chinese(n=154) Total(n=326) 
n % n % n 
Gender a 
Male 101 59.8 118 76.6 219 
Female 68 40.2 36 23.4 104 
Ageb 
<20 47 27.8 2 1.4 49 
20-29 121 71.6 103 72 224 
30-39 0 0 36 25.2 36 
>40 1 0.6 2 1.4 3 
Classification c 
Undergraduate 166 97.6 12 7.9 178 
Graduate 4 2.4 133 87.5 137 
Other 0 0 7 4.6 7 
Marital status d 
Single 161 95.3 92 60.9 253 
Married 8 4.7 59 39.1 67 
Note: Due to missing data, the sum of percentages may not be 100% 
2 
a Significant difference, X (1)=10.492, ( p =0.001), between male and female students 
2 
b Significant difference, X (3)=77.478, ( p =0.000), among age groups 
2 
c Significant difference, X (2)=261.514, ( p =0.000), among academic classification 
2 














All respondents were asked to complete a questionnaire developed to measure 
levels of different sport spectator consumption behavior and possible levels of 
motives connected with these behaviors. The majority of the instrument consisted of 
subscales measuring respondents' level of seven possible motives and identification 
with a favorite sport team. 
This part of instrument included a total of 24 items, 3 each for each of the seven 
motivational factors (vicarious achievement, aesthetics, drama, escape, social 
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interaction, knowledge, and physical skills) selected from Motivation Scale for Sport 
Consumption (MSSC) developed by Trail and James (2001). The MSSC originally 
consisted of nine subscales but Trail, Fink and Anderson (2003) recommended that 
the family needs subscale be removed from the MSSC because spending time with 
one's family was not necessarily a motive, per se, of sport consumption. In this 
study, the MSSC is slightly modified by changing "team name" to "my favorite 
team". Three items from Team Identification Index (TII) (Trail & James, 2001) were 
used to measure level of identification with a team. 
A second part of the instrument measured self reported level of six sport 
spectator consumption behaviors (past attendance, favorite team merchandise 
consumption, print media consumption, television media consumption, web media 
consumption, and wearing of team paraphernalia). Three items were used to 
measure each behavior. A 7-point Likert-type scale indicating level of agreement 
ranging from 1 (strongly disagree) to 7 (strongly agree) was utilized for each of these 
items. See Appendix A for a copy of cover letter and instrument. 
MSSC has demonstrated good psychometric properties in past research and 
appears accurately and reliably measures these motivations of sport spectator 
consumption behavior. 
Construct Validity-Convergent Validity: Convergent validity refers to the state 
when items measure their intended construct and no other construct. Fornell and 
Larcker (1981) suggested that the average variance extracted (AVE) provides an 
indicator of the overall convergent validity of a subscale. This measure indicates the 
amount of variance explained by the construct relative to the amount of variance 
that may be attributed to measurement error and should exceed 0.50. Trail and 
James (2001) found the AVE values of eight subscales in the MSSC except family 
needs (A VE=0.48) ranged from 0.51 (escape) to 0.74 (vicarious achievement). Trail, 
Fink and Anderson (2003) found the A VE values of eight subscales (physical 
attraction was not included in the study) of MSSC ranged from 0.61 (family) to 0.82 
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(social). Trail, Robinson, Dick and Gillentine (2003) found the AVE values ranged 
0.49 (drama) to 0.72 (aesthetics). 
Construct Validity- Discriminant Validity: Discriminant validity is used to 
determine the extent to which the constructs were unique. Fornell and Larcker 
(1981) suggested that the AVE value for each construct should be greater than the 
squared correlation between that construct and any other. Otherwise, the variance 
accounted for by a construct explains less variance than that explained by that 
constructs' correlation with another, thus denoting a lack of discrimination. Trail 
and James (2001) and Trail, Fink and Anderson (2003) found that none of the 
squared correlations exceeded the A VE values for any constructs. This previous 
research suggests that the items of MSSC have shown good construct validity with 
exception of the family and physical attraction subscales. 
Reliability- Reliability refers to the state when a scale yields consistent measures. 
Cronbach' s alpha coefficients, a measure of squared correlation between observed 
scores and true scores, was used to represent internal consistency. The higher the 
alpha is, the more consistent items in the subscale are. Usually 0.7 and above is 
acceptable (Nunnally, 1978). Trail and James (2001) found the alpha for the overall 
scale was 0.87. The eight subscales had alpha values above 0.70 except for family 
needs (a=0.68). Other values ranged from 0.72 (escape) to 0.89 (vicarious 
achievement). Trail, Fink and Anderson (2003) found alpha coefficients for each 
factor ranged from 0.82 (family) to 0.93 (social). Trail, Robinson, Dick and Gillentine 
(2003) found that alpha coefficients ranged from 0.75 (physical skill) to 0.89 (social). 
The internal consistency of items for each motive subscale as indicated by 
Cronbach' s alpha coefficient has been good. 
The three-item TII has also shown good psychometric properties in past research 
including good construct validity and internal consistency. Trail, Fink and Anderson 
(2003) found that Cronbach' s alpha coefficient was 0.88 and A VE value was 0.71. 
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Trail, Robinson, Dick & Gillentine (2003) found the alpha coefficient was 0.86 and the 
A VE value was 0.65. 
The internal consistency and A VE values for four sport consumption behavior 
subscales (merchandise consumption, print media consumption, television media 
consumption and wearing of team paraphernalia) were also found by Fink, Trail & 
Anderson (2002a) to be acceptable (a>0.73, A VE>0.52). 
The Iowa State University Committee on the Use of Human Subjects in Research 
reviewed a description of the procedures used in this investigation, along with a 
sample of the instrument, and cover letter. The investigation was approved on 
March 9th, 2005 on the basis that the investigation would protect the rights, welfare, 
and confidentiality of the human subjects, that the potential benefits and value of the 
research outweighed any risks, and that consent for the samples were achieved in an 
appropriate manner. 
Analysis 
MANCOV A was conducted to examine the motivation and consumption 
behavior differences between American students and Chinese international students 
after controlling the demographic variables and team identification using the 
Statistical Package for Social Science (SPSS 11.5). Also, a stepwise regression-
procedure was unutilized to examine the relationship of team identification and 
seven motives with the individual sport consumption behaviors for both Chinese 
international students and American students. 
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CHAPTER 4. RESULTS 
Results were presented in the following order: construct reliability, descriptive 
statistics, differences on sport consumption behaviors between American and 
Chinese students, differences on sport consumption motives between American and 
Chinese students, and, lastly, the relationship of team identification and seven 
motives with the individual sport consumption behaviors for Chinese international 
students and American students. 
Construct Reliability 
Scale reliability analysis provided Cronbach' s alpha coefficients for each scale. 
Cronbach' s alpha coefficients for the seven motives utilized from the MSSC ranged 
from 0.73 to 0.86 (Table 4.1). Alpha coefficients for the six subscale relating to sport 
consumption behaviors ranged from 0.84 to 0.93. The alpha coefficient for team 
identification items was 0.86 (Table 4.2). According to the criterion of an alpha 
coefficient equal to or greater than 0.70, as recommended by Nunnally (1978), all the 
subscales showed good construct reliability and were considered to be internally 
consistent. 
Descriptive Statistics 
About nine percent of respondents did not have a favorite team. About five 
percent of American students did not have a favorite team and 13.6% of Chinese 
students did not have a favorite team. Among those who had a favorite team, both 
Chinese and American students were most likely to report that their favorite team 
was a professional team. Almost 80% of the Chinese students chose a professional 
team as their favorite team, and a majority of these chose the Houston Rockets 
(NBA) as their favorite team. Sixty percent of the American students chose a 
professional team as their favorite team. Interestingly, about 40% American 
students' favorite team was a college team and almost 30% chose the ISU Cyclones 
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Table 4.1: Cronbach's alpha Coefficients (a) for the MSSC Subscales 
Factor and Item 
vicarious achievement 
I feel a personal sense of achievement when my favorite team does well 
I feel like I have won when my favorite team wins 
I feel roud when m favorite team la swell 
aesthetics 
I appreciate the beauty inherent in the sport 
I enjoy the natural beauty in the sport 
I en·o the racefulness associated with the s ort 
drama 
I enjoy the drama of close games 
I prefer watching a close game rather than a one-sided game 
I en·o it when the outcome of the ame is not decided until the ver end 
escape 
Attending game provides an escape from my day-to-day routine 
Going to the game is a change of pace from what I regularly do 
knowledge 
I can increase my knowledge about the sport 
I can increase my understanding of the sport's strategy by watching the game 
physical skills 
The athletic skills of the players are something I appreciate 
I enjoy watching a well-executed athletic performance 
social interaction 
I enjoy interacting with other spectators at the game 










as their favorite team. Only 3% of Chinese chose a college team as their favorite 
team. Over 50% of the Chinese students rated themselves as high level fans of their 
favorite team and over 60% of the American students rated themselves as high level 
fans of their favorite team. Among Chinese students, basketball was selected most as 
their favorite sport (52%) and this was followed by soccer (21 %). Other sports 
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selected as most favorite fell below 7% of the respondents. For American students, 
football was the most frequently selected favorite sport (52%). This was followed by 
baseball (22%) and basketball (22%). 
Table 4.2: Cronbach's alpha Coefficients (a) for TII and Sport Consumption Behavior 
Scales 
Factor and Item a. 
team identification 0.86 
I consider myself to be a "real" fan of my favorite team 
I would experience a loss if I had to stop being a fan of my favorite team 
Being a fan of my favorite team is very important to me 
past attendance 0.84 
I buy my favorite team home game tickets on a regular basis 
I attend my favorite team away game on a regular basis 
I attend my favorite team games despite the cost 
merchandise consumption 0.86 
I purchase my favorite team merchandise 
I can easily find "licensed" favorite team merchandise 
I buy my favorite team clothing (T-shirts, caps, etc.) 
print media consumption 0.87 
I read about my favorite team in newspaper sport pages 
I read magazines that have articles on my favorite team 
In general, I read about my favorite team whenever I get the chance 
television media consumption 0.90 
When I cannot attend a game involving my favorite team, I watch it on television if 
possible 
I watch sports broadcasts on the TV news for information about my favorite team 
I watch TV for news about my favorite team 
web media consumption 0.93 
I follow my favorite team via its website 
I regularly browse online sports sites for news about my favorite team 
I keep myself updated on my favorite team through internet 
wearing of team paraphernalia 0.89 
I wear my favorite team clothing when I attend a game 
I wear my favorite team apparel on a regular basis 
I wear my favorite team paraphernalia even when I'm not at a game 
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A similar pattern was found for sport spectating behavior with Chinese students 
indicating that the top three sports they enjoyed most watching on television were 
basketball (48%), soccer (24%), and tennis (10%). For American students, the top 
three were football (54%), basketball (26%), and baseball (9%). When watching in 
person at the stadium or arena, Chinese students once again indicated basketball 
(45%), soccer (20%) and tennis (9%) while American students added a fourth and 
showed football (37% ), basketball (30% ), hockey (13%) and baseball (11 % ). It appears 
that both Chinese and American students are fond of basketball but show 
differences in level of preference for other sports. 
Differences in Sport Consumption Behaviors among American and Chinese 
Students 
This part of the analysis was aimed at examining if Chinese international 
students and American students differ in their sport consumption behavior such as 
attending games, watching sports, purchasing team merchandise, utilizing media, or 
wearing team apparel. 
Previous research indicated that team identification was sometimes a strong 
predictor of sport consumption behavior. Individuals high in team identification 
have been found to be more likely to attend games, pay more for tickets, spend more 
money on team merchandise, consume more media and stay loyal to the team 
during the periods of poor performance (Anderson, Kwon & Trail, 2005). Although 
Trail and Anderson (2005) suggest that demographic differences explain only a 
small percentage of sport spectator consumption behavior, the demographic 
differences in the sampling process indicate that it may be best to control for these 
variables. As a result, a MANCOV A was utilized to test for the effects of country 
upon the six sport consumption behaviors while controlling for team identification 
with their favorite team and the demographic variables of age, gender, academic 
classification, and marital status. Pillai' s trace statistic was used because it was 
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considered to be the most robust to violation of assumptions (Scheiner, 1993), and, 
therefore more appropriate when there was unequal sample sizes. 
With the use of the Pillai's criterion, the MANCOVA results for the combined six 
dependent sport consumption behavior variables were significantly related to the 
covariate of team identification ( F(6,295)= 50.96, p<0.000) and the association was 
2 
large (11 =0.51) (Table 4.3). Among the four demographic covariate variables, only 
gender was found to be significantly related to the combined dependent variables. (F 
(6,295) =3.47, p=0.003). Gender explained about 7% of the variance in the combined 
sport consumption behaviors. Age, student academic classification and marital 
status were not significant. After adjustments for the covariates, results indicated 
that there was a significant country effect (F (6,295) =5.14, p<0.000) on the combined 
dependent variables. Country explained 10% of the variance in the sport 
consumption behavior variables. 
T bl 4 3 M If . t T t R It f S t C a e u ivaria e es esu s or tpor f B h onsump ion e av1ors 
Pillai's Hypothesis Error 1/2 Effect F p Power 
Trace df df 
team identification a 0.509 50.959 6 295 0.000 0.509 1.000 
age 0.037 1.882 6 295 0.084 0.037 0.696 
gender a 0.066 3.469 6 295 0.003 0.066 0.945 
classification 0.022 1.111 6 295 0.356 0.022 0.437 
marital status 0.008 0.391 6 295 0.885 0.008 0.163 
country a 0.095 5.136 6 295 0.000 0.095 30.817 
a Significant at a=0.05 
Univariate tests indicated that all six dependent consumption variables differed 
by level of team identification (Table 4.4). Over 40% of the variance in print media 
consumption, web media consumption, and television consumption was explained 
by level of team identification while over 20% of the variance in merchandise 
consumption, wearing of team apparel and past attendance was explained by level 
of team identification. Clearly, level of team identification has an important 
relationship with sport spectator consumption behavior. Individuals with high 
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levels of team identification reported higher levels of consumption. The level of team 
identification was above the scale midpoint for both American students (M=4.775) 
and Chinese international students (M=4.306) and no significant difference for team 
identification was found between Chinese international students and American 
students (F (1,303) =0.602, p=0.438) after controlling demographic variables (age, 
gender, academic classification and marital status) (Table 4.4). 
T bl 4 4 U . . t T t R lt f S t C a e mvana e es esu s or por f B h onsump ion e av1or 
Source DV df F p 1]2 Power 
team identification print media a 1 226.262 0.000 0.430 1.000 
web media a 1 215.902 0.000 0.418 1.000 
TV mediaa 1 208.394 0.000 0.410 1.000 
merchandise a 1 111.247 0.000 0.271 1.000 
wearing a 1 104.737 0.000 0.259 1.000 
past attendance a 1 72.262 0.000 0.194 1.000 
gender web media a 1 17.795 0.000 0.056 0.988 
TV mediaa 1 5.658 0.018 0.019 0.660 
print media 1 3.224 0.074 0.011 0.433 
merchandise 1 0.105 0.746 0.000 0.062 
wearing 1 0.099 0.753 0.000 0.061 
past attendance 1 0.000 0.990 0.000 0.050 
country past attendance a 1 7.411 0.007 0.024 0.774 
web media 1 2.745 0.099 0.009 0.379 
merchandise 1 2.465 0.117 0.008 0.347 
wearing 1 0.764 0.383 0.003 0.140 
print media 1 0.055 0.814 0.000 0.056 
TV media 1 0.007 0.932 0.000 0.051 
a Significant at a=0.05 
For gender, only the univariate tests for web media consumption and television 
consumption were significant. Examination of the means indicated that in both 
cases, males reported higher rates than females. Gender explained almost 6% of the 
variance in the level of web media consumption but only about 2% in the level of 
television media consumption. 
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Only one significant difference was found for the univariate tests for the main 
effect of country. Examination of means (Table 4.5) showed that past attendance was 
slightly greater for Chinese students than American students. However, only about 
2% of the variance in past attendance was explained by country and means for both 
groups were below the scale midpoint. 
Table 4.5 Means, Standard Error of Team Identification, Sport Consumption Motives 
an dS C f B h b C t db G d >port onsump10n e av1or 1y oun ry an >y en er 
Total 
Country Gender 
Variable American Chinese Male Female 
M SE M SE M SE M SE M 
team 
identification 
4.561 0.083 4.775 0.119 4.306 0.113 4.775 0.094 4.095 
Motives 
drama 5.577 0.064 5.715a 0.084 5.411 0.095 5.610 0.074 5.508 
physical skill 5.549 0.061 5.629 0.082 5.454 0.091 5.638 0.071 5.369 
aesthetics 5.312 0.067 5.144 0.091 5.513 0.099 5.481 0.082 4.971 
vicarious 
5.080 0.073 5.054 0.099 
achievement 
5.112 0.108 5.175 b 0.087 4.889 
knowledge 5.025 0.066 5.134 0.089 4.896 0.096 5.052 0.075 4.971 
social 
4.936 0.071 5.212 0.096 4.606 0.100 4.867 b 0.085 5.075 
interaction 
escape 4.804 0.072 5.069 0.096 4.487 0.102 4.858 0.084 4.693 
Behavior 
TV media 4.917 0.092 5.003 0.132 4.814 0.127 5.216 b 0.101 4.315 
print media 4.516 0.092 4.618 0.133 4.395 0.127 4.782 0.107 3.982 
web media 4.260 0.102 4.139 0.150 4.405 0.136 4.704 b 0.114 3.368 
merchandise 3.732 0.096 4.253 0.136 3.112 0.120 3.846 0.110 3.505 
wearing 3.719 0.099 4.159 0.146 3.195 0.123 3.835 0.116 3.487 
attendance 2.925 0.089 2.896a 0.129 2.958 0.121 3.040 0.107 2.693 
a Significant differences between American and Chinese international students at a=0.05 
















Although both Chinese international students and American students scored 
highest on television media consumption, the univariate test indicated that there 
was no difference in level of following their favorite team on television. Likewise, 
there were no differences in the reported level of purchasing favorite team's 
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merchandise, wearing favorite team's apparel, following their team via print media, 
or consuming web media among them. Chinese international students differed 
significantly from American students only regarding level of past attendance and 
only about 2% of the variance was explained (Table 4.4). 
Differences in Sport Consumption Motives among American and Chinese 
Students 
Differences were examined for the seven consumption motives as dependent 
variables with level of team identification and four demographic variables as 
covariates and country as a fixed factor. Once again, the combined motives of sport 
consumption were significantly related to the covariate of team identification (F 
2 (7,296) =77.50, p<0.000) and association was large ( 1J =0.65) (Table 4.6). Examination 
of results for the four demographic variables showed that gender (F (7,296) =2.84, 
p=0.007) and student marital status (F (7,296) =2.01, p=0.054) were significantly 
related to the combined dependent motives. Gender explained about 6% of the 
variance in the seven sport consumption motives and marital status explained about 
5%. After adjustments for the covariates, results showed that there was a significant 
country effect (F (7,296) =3.64, p=0.001) on the combined motives. Country explained 
about 8% of the variance in the seven sport consumption motives studied. 
T bl 4 6 M If . t T t R It f S t C a e u 1vana e es esu s or 1por f M f onsump ion o 1ves 
Pillai's Hypothesis Error 1/2 Effect F p Power Trace df df 
team identification a 0.647 77.504 7 296 0.000 0.647 1.000 
age 0.040 1.765 7 296 0.094 0.040 0.713 
gender a 0.063 2.838 7 296 0.007 0.063 0.919 
classification 0.028 1.209 7 296 0.298 0.028 0.517 
marital status a 0.045 2.010 7 296 0.054 0.045 0.779 
country a 0.079 3.642 7 296 0.001 0.079 0.974 
a Significant at a=0.05 
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Univariate results indicated that all seven sport consumption motives differed 
significantly by level of team identification (Table 4.7). Almost 57% of the variance in 
T bl 4 7 U . a e .. mvanate T R lt f S est esu s or >port c f M f onsump ion o ives 
Source DV df F p 172 Power 
team identification vicarious achievement a 1 395.898 0.000 0.567 1.000 
a 1 144.150 0.000 0.323 1.000 escape 
aesthetics a 1 131.694 0.000 0.304 1.000 
social interaction a 1 112.735 0.000 0.272 1.000 
physical skill a 1 97.808 0.000 0.245 1.000 
knowledge a 1 72.862 0.000 0.194 1.000 
drama a 1 26.300 0.000 0.080 0.999 
gender social interaction a 1 11.491 0.001 0.037 0.922 
vicarious achievement a 1 4.965 0.027 0.016 0.603 
escape 1 1.228 0.269 0.004 0.197 
knowledge 1 1.032 0.310 0.003 0.173 
aesthetics 1 0.650 0.421 0.002 0.127 
drama 1 0.212 0.645 0.001 0.075 
physical skill 1 0.000 0.998 0.000 0.050 
marital status vicarious achievement 1 1.036 0.310 0.003 0.174 
aesthetics 1 3.569 0.060 0.012 0.469 
drama a 1 3.874 0.050 0.013 0.501 
escape 1 0.505 0.478 0.002 0.109 
knowledge 1 2.088 0.149 0.007 0.302 
physical skill 1 1.985 0.160 0.007 0.290 
social interaction a 1 6.545 0.011 0.021 0.722 
country drama a 1 8.948 0.003 0.029 0.847 
physical skill 1 3.719 0.055 0.012 0.485 
escape 1 2.346 0.127 0.008 0.333 
vicarious achievement 1 0.927 0.336 0.003 0.160 
aesthetics 1 0.783 0.377 0.003 0.143 
social interaction 1 0.171 0.679 0.001 0.070 
knowledge 1 0.022 0.883 0.000 0.022 
a Significant at a=0.05 
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the vicarious achievement motive was explained by level of team identification. 
Between 20% and 30% of the variance in escape (32% ), aesthetics (30% ), social 
interaction (27%), physical skill (25%) and knowledge (20%) were explained by level 
of team identification. Even 8% of the variance in the drama motives was explained 
by level of team identification. In each instance, higher level of team identification 
was associated with higher motive levels. 
Only two of the seven motives displayed significant univariate results for 
gender. They were vicarious achievement and social interaction motives. Although 
significant, the variance accounted for was small. Gender explained 1.6% and 3.7% 
of the variance in vicarious achievement motive and social interaction motive 
respectively (Table 4.7). Means showed that vicarious achievement was higher 
among males than females while social interaction was higher for females than 
males (Table 4.5). 
Univariate tests also indicated two motives: social interaction and drama were 
significantly different by student marital status. However, marital status explained 
only 1.3% and 2.1 % of the variance in social interaction motive and drama motive 
respectively (Table 4.7). 
Once again, only one significant difference was found for the univariate tests for 
the main effect of country. A significant difference was shown for the drama motive. 
However, only about 3% of the variance in this motive was explained by country. 
Examination of the means showed that drama motive was higher among American 
students than Chinese students (Table 4.5). 
Predictors of Sport Consumption Behavior between American and Chinese 
Students 
Interest in identifying more clearly the relationship between level of team 
identification, the seven sport consumption motives and each of the six sport 
consumption behaviors studied led to the use of stepwise regression procedures. As 
we know, stepwise procedures select the most correlated independent variable first, 
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remove the variance in the dependent variable, then select the second independent 
which most correlates with the remaining variance in the dependent variable, and so 
on until selection of an additional independent variable does not increase the R-
squared by a significant amount (usually a=0.05). 
Past Attendance 
Three independent variables were significantly associated with level of reported 
past attendance. They were team identification, physical skill motive and escape 
motive. The value of R 2 indicated that 23.7% of the variance in level of past 
attendance for Chinese international students was explained by these three 
variables. Team identification loaded first and explained the most variance in past 
attendance (14.7%), followed by the physical skill (6%) and escape motives (4.6%). 
Results of the stepwise multiple regression procedure indicated only one 
independent variable, team identification, was significantly associated with level of 
reported past attendance for American students( R2 =0.283). Team identification was 
a strong predictor of level of past attendance behavior but appears to be a stronger 
predictor among American students than Chinese students. (Table 4.8). 
T bl 4 8 St a e epw1se R egress1on A 1 . f M f nalys1s or o 1ves on 
Variable 
standard/3 (In order entered) t 
Chinese 
team identification 0.373 3.904 
physical skill -0.364 -4.208 
escape 0.297 3.027 
(constant) 4.430 
American 
team identification 0.536 8.258 
(constant) 0.332 
For Chinese, adjusted R 2 = 0.237, F (3,149) =16.699, p=0.000 
For American, adjusted R 2 =0.283, F (1,169) =68.191, p=0.000 
P t Att d as en ance 
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The same pattern of significant associations was also found for Chinese students' 
level of reported purchasing favorite team's merchandise. That is, three variables, 
team identification, physical skill motive and escape motive were significantly 
associated with reported merchandise consumption. The value of R1 indicated that 
25.4% of the variance in level of reported favorite team merchandise consumption 
for Chinese international students was explained by these three variables. Once 
again, team identification entered first and explained 19.2% of the variance, followed 
by physical skill (4%) and escape motives (3.4%). 
Results of the stepwise multiple regression procedure for American students 
indicated two variables, team identification and social interaction were significantly 
related with level of favorite team merchandise consumption. Team identification 
entered first and explained the most variance ( R1 =0.378) in reported merchandise 
consumption for American students (Table 4.9). The social interaction motive 
explained an additional 4.2% of the variance resulting a total of 41.3% variance 
explained for reported merchandise consumption among American students. 
T bl 4 9 St a e epw1se R egress1on A 1 . f M f natys1s or o ives on 
Variable 
standard/3 t (In order entered) 
Chinese 
team identification 0.427 4.519 
physical skill -0.309 -3.621 
escape 0.256 2.640 
(constant) 4.050 
American 
team identification 0.505 7.566 
social interaction 0.233 3.490 
(constant) -0.527 
For Chinese, adjusted R1 = 0.254, F (3,149) =18.209, p=0.000 
For American, adjusted R 1 =0.413, F (2,168) =60.811, p=0.000 
M h d' ere an ise 









Print Media Consumption 
Two independent variables were significantly related with level of reported print 
media consumption for Chinese students. They were team identification and the 
vicarious achievement motive. The value of R2 indicated that 44.8% of the variance 
in reported print media consumption for Chinese international students was 
explained by these two variables. Team identification entered first and explained 
42.6% of the variance in print media consumption, while the vicarious achievement 
motive explained an additional 2.9 % variance. 
For American students, results of the stepwise multiple regression indicated 
team identification and physical skill significantly related with reported print media 
consumption. The value of R 2 indicated that 55.9% of the variance in print media 
consumption for American students was explained by the two variables. Team 
identification explained the most variance ( R 2 =0.504) in level of print media 
consumption for American students and physical skill explained an additional 6% of 
the variance (Table 4.10). 
T bl 410 St a e epw1se R egress1on Al'f Mti na1ys1s or o ves on 
Variable 
standard/3 (In order entered) t 
Chinese 
team identification 0.453 4.913 
vicarious achievement 0.263 2.849 
(constant) 1.754 
American 
team identification 0.561 9.413 
physical skill 0.286 4.792 
(constant) -2.173 
For Chinese, adjusted R2 =0.448, F (2,151) =63.063, p=0.000 
For American, adjusted R2 = 0.559, F (2,168) =108.553, p=0.000 










Web Media Consumption 
Four independent variables that were significantly related with level of reported 
web media consumption were team identification along with the three motives of 
physical skill, social interaction and vicarious achievement. The value of R1 
indicated that 46.7% of the variance in reported web media consumption for Chinese 
international students was explained by these variables. Team identification 
explained the most variance in web media consumption (39.7%), followed by 
physical skill motive (4.1 %), social interaction motive (2.9%), and vicarious 
achievement motive (1.4 %). 
For American students, results of the stepwise multiple regression indicated that 
only team identification was significantly related with level of web media 
consumption. Team identification explained 48% of variance in reported web media 
consumption for American students (Table 4.11). 
Table 4.11 Stepwise Regression Analysis for Motives on Web Media 
Variable 
standard/3 (In order entered) t 
Chinese 
team identification 0.502 5.186 
physical skill 0.240 3.116 
social interaction -0.232 -2.972 
vicarious achievement 0.196 1.987 
(constant) 0.182 
American 
team identification 0.696 12.600 
(constant) -0.168 
For Chinese, adjusted R 1 = 0.467, F (4,149) =34.482, p=0.000 
For American, adjusted R2 =0.481, F (1,169) =158.765, p=0.000 















For Chinese students, three independent variables were significantly associated 
with level of reported television media consumption. They were vicarious 
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achievement motive, team identification and aesthetic motive. The value of R2 
indicated that 49.5% of the variance in television media consumption for Chinese 
international students was explained by these variables. Vicarious achievement 
motive entered first and explained the most variance in reported television media 
consumption (43.2%). It was followed by team identification (4.6%) and the aesthetic 
motive (2.7%). 
For American students, results of stepwise multiple regression indicated that 
team identification and physical skill were significantly related with level of 
reported television media consumption. The value of R2 indicated that 56.4% of the 
variance in television media consumption for American students was explained by 
these variables. Team identification explained 51 % of the variance in level of 
television media consumption for American students, and physical skill motive 
explained an additional 6% of the variance (Table 4.12). 
T bl 412 S a e tepwise R egression A 1 . f M f nalySIS or o Ives on 
Variable 





team identification 0.286 3.194 
aesthetic 0.219 2.879 
(constant) 0.210 
American 
team identification 0.569 9.595 
Physical skill 0.282 4.760 
(constant) -1.327 
For Chinese, adjusted R 2 = 0.495, F (3, 150) =51.029, p=0.000 
For American, adjusted R 2 =0.564, F (2,168) =111.114, p=0.000 
Wearing of Team Paraphernalia 
T 1 e evision Md' e Ia 








For Chinese students, three independent variables were significantly related with 
level of reported wearing of team paraphernalia. They were team identification, 
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physical skill motive and social interaction motive. The value of R1 indicated that 
25.4 % of the variance in reported wearing of favorite team's apparel for Chinese 
international students was explained by these variables. Team identification 
explained 18.9% of the variance, followed by physical skill motive (4.8%) and social 
interaction motive (3.1 %). 
For American students, the stepwise results of the multiple regression indicated 
that only team identification and social interaction motive were significantly related 
with reported level of wearing of favorite team apparel. The value of R2 indicated 
that 40.4% of the variance in wearing of favorite team apparel for American students 
was explained by the two variables. Team identification explained 38% of the 
variance in level of wearing of favorite team apparel for American students, and 
social interaction motive explained an additional 2.8% of the variance (Table 4.13). 
T bl 413 St a e epw1se R egress1on A 1 . f M f nays1s or o ives on 
Variable 
standard/J (In order entered) t 
Chinese 
team identification 0.455 4.964 
physical skill -0.320 -3.760 
social interaction 0.231 2.500 
(constant) 3.990 
American 
team identification 0.530 7.885 
social interaction 0.188 2.802 
(constant) -0.949 
For Chinese, adjusted R 2 = 0.254, F (3,149) =18.243, p=0.000 
For American, adjusted R 2 =0.404, F (2,168) =58.571, p=0.000 
w earing o f T earn A .ppare 1 








In each of the twelve-regression procedures, team identification was a significant 
predictor of the sport spectator consumption behavior being examined. With only 
one exception, television media consumption among Chinese international students, 
it entered first and explained the largest amount of variance in the consumer 
behavior among American students and Chinese students. Also, for each of the six 
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consumer behaviors, student level of team identification explained a greater amount 
of variance in the sport consumer behavior among American students than Chinese 
students. The greatest differences were found for past attendance, consumption of 
favorite team merchandise, and wearing of team apparel. The differences appear 
smaller for print media consumption, web based media consumption, and television 
consumption. 
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CHAPTER 5. DISCUSSIONS AND CONCLUSIONS 
The study examined sport consumption motivation and sport consumption 
behavior among Chinese international students and American students. By using 
the Motivation Scale for Sport Consumption (MSSC) and Team Identification Index 
(TII), the relationships between seven sport consumption motives and team 
identification with the six sport consumption behaviors were examined among 
Chinese international students and American students. The seven sport 
consumption motives were vicarious achievement, aesthetic, drama, escape, 
acquisition of knowledge, physical skills of players and social interaction. The six 
sport consumption behaviors of interest were past attendance, team merchandise 
consumption, wearing of team paraphernalia, print media consumption, television 
media consumption and web media consumption. 
Summary of Research Findings --Sport Consumption Behavior 
Team Identification 
Data revealed that level of team identification was high for both Chinese 
international students and American students. There was no significant difference 
between them regarding the level of identification with their favorite team. Level of 
identification with their favorite team was found to be the most important factor 
predicting sport consumption behavior. It explained more than 50% of the variance 
for the combined six sport consumption behaviors and contributed between 19% 
and 43% to the variance for each behavior. High levels of team identification were 
associated with high level of past attendance, favorite team merchandise purchase, 
print, television, web based media consumption and wearing of favorite team 
apparel. This was consistent with previous research findings (Wann & Branscombe, 
1993; Kwon & Armstrong, 2002; James & Trail, 2005; Madrigal, 1995, Murrell & 
Dietz, 1992; Schurr, Wittig, Ruble & Ellen, 1987). 
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Gender 
Gender explained only a small variance (7%) for the combined six sport 
consumption behaviors. Males and females differed in level of web media 
consumption and television media consumption. In both instances, males reported 
higher levels of consumptions than females. As reported in the review of literature, 
results for gender have often been mixed and many times differences have been 
relatively small as in this study. The lack of meaningful gender differences in this 
study is similar to findings of Fink et al. (2002a) as well as Zhang et al. (2001). 
Country 
Results indicated country accounted for a significant proportion (10%) of 
variance in combined sport consumption behaviors after controlling for level of 
team identification and demographic variables. There was no significant difference 
in regard to team merchandise purchase, print media consumption, web media 
consumption, television media consumption and wearing of team apparel between 
Chinese international students and American students. The only significant 
difference was found for past attendance. Both of groups of students reported low 
attendance score, but compare to American students (M=2.90), Chinese (M=2.96) 
were more likely to attend games. Level of identification appears to be a stronger 
predictor of sport consumer behavior than Country. 
Summary of Research Findings--Sport Consumption Motivation 
Team Identification 
Once again, results indicated that level of team identification was highly related 
to each of the seven sport consumption motives. It explained 65% of the variance for 
the combined motives and 57% of the variance of vicarious achievement, the largest. 
This strong relationship was also found by Fink, Trail, and Anderson (2002b) who 
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also found that vicarious achievement was the most salient motive associated with 
level of team identification. 
Gender 
Although gender was found to be significantly associated with the seven 
combined motives, it only explained about 6% of the variance after controlling for 
level of team identification. Similar to other research, males were higher for the 
vicarious achievement motive while females were higher on the social interaction 
motive. Although the variance explained was less than 4%, it may be wise for 
marketers to develop promotional campaigns emphasizing both the opportunity to 
socialize and sharing in the team's success to attract both male and female 
consumers. 
Marital status 
Although marital status was significantly associated with the combined seven 
sport consumer motives, the relationship was small after controlling the level of 
team identification. Marital status was found to account for only 1.3% to 2.1 % of the 
variance in drama and social interaction respectively. 
Country 
There were significant differences between Chinese international students and 
American students for sport consumer motives. Country explained 8% of the 
variance of the combined seven motives. However, only the drama motive was 
significant and less than 3% of the variance was explained by country. 
Consequently, results suggest that sport consumption motives maybe similar for 
Chinese international students and American students. 
Summary of Regression Analyses 
Once again, results indicated that level of team identification was an important 
predictor of individual sport consumption behavior for both Chinese and American 
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students. For Chinese students, team identification was the strongest variable in 
predicting five out of the six sport consumption behaviors. The exception was 
television media consumption. The most important variable for watching sport on 
television was vicarious achievement, which was found to be highly related to level 
of team identification. For American students, level of team identification was the 
strongest predictor. It predicted all of the six sport consumption behaviors. It 
appears that level of team identification was a stronger predictor of sport consumer 
behavior for American students than Chinese international students. A possible 
explanation might be that American students have more opportunities to get 
involved in and access to their favorite team while Chinese international students 
are not, either because their favorite team is not in U.S. or because they are not 
targeted as potential consumers. Another possible explanation might be that 
American students attach themselves to a favorite team that has value to them while 
Chinese international students are in a country which has particularly different 
languages and cultures, they feel their nationality far more keenly than when they 
are at home. Thus, they tend to connect themselves with a favorite team which has a 
national significance instead the team itself. 
Chinese students also indicated that physical skill of players was the second 
important variable that was associated with their attendance, team merchandise 
purchase, getting information from internet, and wearing of team apparel. Escape 
also contributed to Chinese students' past attendance and team merchandise 
purchase. For American students, physical skill also played a significant but lesser 
role than team identification in print media, television media, purchase of team 
merchandise and wearing of team apparel consumption. 
Marketing Implications 
The findings above may have implications for sport marketers wanting to 
increase consumption of their products in China. Team identification was the most 
important variable that contributed the most variance in explaining sport 
45 
consumption behavior. These results encourage the application of the identity 
theory approach to Chinese sport consumer behavior. It appears important to focus 
on promoting a strong identification with their team. In order to successfully open 
up the China market, results suggested that a team needs to establish association 
with Chinese sport consumers by creating attachments to the team. To reach this aim 
one might promote team development programmes, which increase team 
accessibility to Chinese consumers and increase other involvement activities as a 
means of creating and enhancing identification. Since there were no significant 
differences in level of team identification among Chinese and American students, 
the strategies used to promote American students' team identification might also 
work for Chinese international students. However, since influences of team 
identification were not studies, other strategies may also work. 
To a less extent, findings also suggested that in addition to team identification, a 
combination of specific motives may be helpful for sport marketers. To increase 
ticket sales and sales of team related merchandise, marketers could consider both 
level of team identification and physical skill of players. These two variables were 
found to predict both Chinese attendance and team merchandise consumption. For 
American students, emphasis on the opportunity to socialize with other people 
might increase the sales of team related merchandise. To increase television rating of 
sport programming, marketers could provide games that increase Chinese 
consumers' sense of vicarious achievement and demonstrate the beauty and grace 
inherent in sport. The motive of social interaction with other people was related to 
wearing of team clothing for both Chinese and American students. 
Both Chinese and American students reported the highest consumption behavior 
score on television media consumption (4.8 and 5.00 respectively). This suggests that 
they watch television for news about their favorite team, thus advertising products 
before, between or after sports broadcasts on television may be a good strategy to 
target both Chinese international students and American students. 
46 
Future Studies 
The current research sampled Chinese international students only from Iowa 
State University. Future research should be extended to Chinese international 
students all over the United States or Chinese season ticket holders in the United 
States or in China. Further research could enhance our understanding of sport 
consumer behavior. 
Team identification and the seven motives explained at most 50% of the variance 
of Chinese international students sport consumption behavior. Thus, there was 
another 50% of the variance unexplained. Future research may examine whether 
there are other psychographic factors such as interest in players, interest in sport, 
national pride as proposed by Funk, Mahony, Ridinger (2002), Mahony, Nakazowa, 
Funk, James, and Gladden (2002); Trail, Robinson, Dick, and Gillentine (2003) 
moderating Chinese sport consumption behavior. 
Chinese international students reported low scores for past attendance of games 
involving their favorite team. The reason for this was not clear, possible reasons 
were lack of time and money because they were students. Another possible reason 
maybe that because they were never targeted as consumers. Future research needs 
to reveal what specific factors may hinder Chinese students' attendance. 
China and the United States are highly contrasting in terms of culture, history, 
ideology, value of consumption, and economic status. This study compared Chinese 
international students and American students for differences in sport consumption 
motives and sport consumption behaviors. Although small differences were 
sometimes found, level of team identification was consistently shown to be an 
important predictor of sport consumer behavior. These results suggest that there are 
factors which Chinese international students and American students have in 
common that are associated with sport consumption motives and sport consumption 
behaviors. 
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APPENDIX. SPORT FAN QUESTIONNAIRE 
IOWA STATE UNIVERISTY 
OF SCIENCE AND TECHNOLOGY 
Dear Participant: 
College of Education 
Department of Health and 
Human Performance 
235 Barbara E. Forker Building 
Ames, Iowa 50011-1160 
Sl S-294-8009 
We are conducting a research study about people's interests in spectator sports. We 
would like to ask you to complete a survey about your interest in and involvement 
with your favorite sport. The results of this study will be used to gain a better 
understanding about what motivates sports fans and is part of Jinzheng Li's master's 
research project. 
The attached questionnaire will take about 10 to 15 minutes to complete. Your 
participation is entirely voluntary, and your cooperation is greatly appreciated. You 
may refuse to answer any questions you feel are too personal. Your responses will 
remain completely confidential, and results will be reported only in summary form. 
Please feel free to ask questions at anytime before or during this study. If you have 
any questions after completing the questionnaire, you may contact Dr. Dean 
Anderson at (515) 294-3427; deanf@iastate.edu or Jinzheng Li at (515) 294-3100; 
jinzheng@iasta te .ed u. 
In addition, if you have any questions about the rights of research subjects, please 
contact the Human Subjects Research Office, 2810 Beardshear Hall, Ames, IA 50011, 
(515) 294-4566; austingr@iastate.edu, or the Research Compliance Officer, Office of 
Research Compliance, 2810 Beardshear Hall, Ames, IA 50011, (515) 294-3115; 
dament@iastate.edu. 





103B Forker Bldg 
Dr. Dean F. Anderson 
(515)294-3427 
deanf@iastate.edu 
207 Forker Bldg 
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Sports Fan Survey 
When answering the following questions, please think about your favorite sports team. 
Your favorite sports team may participate at any level, including at the high school, 
college, national, or professional level. 
1. What is your favorite sports team? _________________ (team 
name) 
2. What sport does your favorite team play? 
D Football D Basketball D Baseball D Soccer D Hockey D Tennis D Other __ (please specify) 
3. On a scale of 1 to 7, where 1 is not a fan at all and 7 is a hardcore fan, how would you rate 
your dedication as a fan of your favorite team? (Please circle one) 
Hardcore fan 
7 
4. How many years have you been a fan of your favorite team? _____ ,years 
5. How many games involving your favorite team do you usually attend in a season? 
_______ games 
6. How many games involving your favorite team do you usually watch on TV in a season? 
_____ games 
Next we would like to ask you about your attitudes as a fan when you attend or watch 
sporting events involving your favorite team. Using a scale of 1 to 7, where 1 is strongly 
disagree and 7 is strongly agree, please rate the extent to which you disagree or agree 
with each by circling the appropriate number in the scale beside each statement. 
7. I feel a personal sense of achievement when my 1 2 3 4 5 6 7 
favorite team does well 
8. I appreciate the beauty inherent in the sport 1 2 3 4 5 6 7 
9. I enjoy the drama of close games 1 2 3 4 5 6 7 
10. Attending game provides an escape from my 1 2 3 4 5 6 7 
day-to-day routine 
11. I can increase my knowledge about the sport 1 2 3 4 5 6 7 
12. The athletic skills of the players are something I 1 2 3 4 5 6 7 
appreciate 
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13. I enjoy interacting with other spectators at the 1 2 3 4 5 6 7 
game 
14. I consider myself to be a "real" fan of my favorite 1 2 3 4 5 6 7 
team 
15. Regardless of whether my favorite team wins or 1 2 3 4 5 6 7 
loses, I will continue to support the team 
16. I feel like I have won when my favorite team 1 2 3 4 5 6 7 
wins 
17. I enjoy the natural beauty in the sport 1 2 3 4 5 6 7 
18. I prefer watching a close game rather than a one- 1 2 3 4 5 6 7 
sided game 
19. Going to the game is a change of pace from what 1 2 3 4 5 6 7 
I regularly do 
20. I can increase my understanding of the sport's 1 2 3 4 5 6 7 
strategy by watching the game 
21. I enjoy watching a well-executed athletic 1 2 3 4 5 6 7 
performance 
22. I enjoy talking with others at the game 1 2 3 4 5 6 7 
23. I would experience a loss if I had to stop being a 1 2 3 4 5 6 7 
fan of my favorite team 
24. I would not rethink my allegiance to my favorite 1 2 3 4 5 6 7 
team even if it consistently performs poorly 
25. I feel proud when my favorite team plays well 1 2 3 4 5 6 7 
26. I enjoy the gracefulness associated with the sport 1 2 3 4 5 6 7 
27. I enjoy it when the outcome of the game is not 1 2 3 4 5 6 7 
decided until the very end 
28. The game provides a distraction from my 1 2 3 4 5 6 7 
everyday activities 
29. I can learn about the technical aspects of the sport 1 2 3 4 5 6 7 
by watching the game 
30. I enjoy a skillful performance by the team 1 2 3 4 5 6 7 
31. I enjoy socializing with the people sitting near me 1 2 3 4 5 6 7 
at the game 
32. Being a fan of my favorite team is very important 1 2 3 4 5 6 7 
tome 
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33. Even if my favorite team's winning percentage is 
below .500, I will still be a fan 
1 2 3 4 5 6 7 
Next we would like to ask you about your participation as you watch sporting events 
involving your favorite team. Using a scale of 1 to 7, where 1 is strongly disagree and 7 
is strongly agree, please rate the extent to which you disagree or agree with each by 
circling the appropriate number in the scale beside each statement. 
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34. I buy my favorite team home game tickets on a 1 2 3 4 5 6 7 
regular basis 
35. I purchase my favorite team merchandise 1 2 3 4 5 6 7 
36. I read about my favorite team in newspaper sport 1 2 3 4 5 6 7 
pages 
37. When I cannot attend a game involving my 1 2 3 4 5 6 7 
favorite team, I watch it on television if possible 
38. I follow my favorite team via its website 1 2 3 4 5 6 7 
39. I wear my favorite team clothing when I attend a 1 2 3 4 5 6 7 
game 
40. I attend my favorite team away game on a 1 2 3 4 5 6 7 
regular basis 
41. I can easily find "licensed" favorite team 1 2 3 4 5 6 7 
merchandise 
42. I read magazines that have articles on my favorite 1 2 3 4 5 6 7 
team 
43. I watch sports broadcasts on the TV news for 1 2 3 4 5 6 7 
information about my favorite team 
44. I regularly browse online sports sites for news 1 2 3 4 5 6 7 
about my favorite team 
45. I wear my favorite team apparel on a regular 1 2 3 4 5 6 7 
basis 
46. I attend my favorite team games despite the cost 1 2 3 4 5 6 7 
47. I buy my favorite team clothing (T-shirts, caps, 1 2 3 4 5 6 7 
etc.) 
48. In general, I read about my favorite team 1 2 3 4 5 6 7 
51 
whenever I get the chance 
49. I watch TV for news about my favorite team 1 2 3 4 5 6 
50. I keep myself updated on my favorite team 1 2 3 4 5 6 
through internet 
51. I wear my favorite team paraphernalia even 1 2 3 4 5 6 
when I'm not at a game 
Finally, we would like to ask a few questions about you. 
52. Which sport do you enjoy watching on television the most? (Please check one in the box) 
0 Football 0 Basketball 0 Baseball 0 Soccer 0 Hockey D Tennis DOther __ (please 
specify) 
53. Which sport do you enjoy watching in arena the most? (Please check one in the box) 
0 Football 0 Basketball 0 Baseball 0 Soccer 0 Hockey 0 Tennis DOther __ (please 
specify) 
54. What is your gender? 0 Male 0 Female 
55. What is your age: Years 
56. What is your academic classification: D Undergraduate 0 Graduate 0 Other 
57. Are you an international student? 0 No 0 Yes (if yes, please specify your 
country ) 
58. If you are an international student, how many years have you been in the United States? 
___ Years 
59. Are you of Spanish, Hispanic or Latino origin? 0 Yes 0 No 




0 White/Caucasian 0 Black I African-American D Asian 0 Native Hawaiian/ Pacific Islander 
0 American Indian or Alaska Native D Other (please explain) 
61. Marital Status: D Single 0 Married 
Thank you for taking the time to complete and return this survey. 
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